2YNTOMO BIOPA®IKO 2HMEIQMA

O Nwpyog TpiavtagUAAou eival didakTopag Tou lMavermioTnuiou Alyaiou Tou
TUAMaTOG Aloiknong ETxeipriocwyv. Apac TnpIoTToIEITAl WG EKTTAIOE UTIKOG.

21 2 ZemrteuPpiou 2019 Siopiotnke otov ARuo MaAefifiou wg ETTITUXWV TNG
TpokApuénG 3k/2018 Tou AZEI kal aoxoAcital pe Bépata Toupiouou Kal
EKTTAIOEUO NG.

Aiddokel oo EAANVIKO Meooyeilakd Mavemommuio oto Turnua Aloiknong
Emixeipriocewv kai Toupiopou.

Eivar ammé@oitog Tng AvwTtepag XTE Podou (ue émaivo-dpioTta), tou TEI
KpAmg tunpatog ToupioTiIKwv EmixeipRoswv (Gpiota), NG AVWTAaTng
2xoAng NMNaidaywyikng Kateubuvong (A.Z.NALTE.) (GpioTa), givar ammd@oiTog
Tou Mavteiou Mavemompuiou TUAUATOG KoivwVviKAG TTOAITIKAG, KATOXOG
METOTTTUXIOKOU OimAwpatog Ttou [Mavemompuiou Alyaiou KateuBuvon
2xed1a0POG Kal TTOAITIKA Tou ToupiopoU (ue Emaivo) kai gival AIddkTopag (Ue
Apiota) Tou Mavemompuiou Alyaiou pe Béua: Wine Marketing (Influence of
Wine Packaging on Consumers' Decision to Purchase)

Eivar teAeid@oito¢ oo Nopikd TuAua 1ou Anuokpiteiou lavemmiompuiou
Opdkng otn KopoTnvn

MoT€ dev utTAPEE OITNTAG ME TNV KAACOIKK €vvola Tou Opou KaBwg TTavia
epyacovrav kal otroudade TTapaAAnAa.

‘Exel epyaoTei ammé 10 1995 0¢ gevodoxeia aAuoidwyv OTTwg otnv Grecotel,
Sbokos Hotel Group, k.d. w¢ f&b manager, lMpoiotapevog EAéyxou f&b,
MoidTnTag ISO kai Mnxavopydvwong

Ta teAeuTtaia 19 xpdvia dIOXETEUEI TO TTABOG TOU OTNV EKTTAIdEUON £XOVTOG
TTpaypatotroinoel mavw amod 9.500 wpeg ekmTaideuong o€ dNUOCIEG OXOAEG,
IBIWTIKEG, OE OXOAEG OTO €CWTEPIKO KAl O€ €VOOETTIXEIPNOIOKA OEMIVAPIA
MEYAAWYV EUTTOPIKWYV KaI {EVODOXEIOKW V ETTIXEIPACEWV

Etiong ummAp&e gpyaoctnpiakdg kabnynmg ota TEI Kpntng, otnv AZMNAITE
HpoakAgiou, otov OTEK HpakAcgiou, oto IEK OAEA, o1o 1° IEK HpakAgiou Kai
WG KOIVW VIOAOYOoG oTo ZxoAgio AsuTepng Eukaipiag otnv TUAICoO HpakAgiou.

Ta €11 2011-2018 utripée dieubBuvTAg oTTOUdWV IBIWTIKOU [EK
‘Exel mpaypatotroinoel O1aAéEeIS — opIhieg o€ OAa Ta EmiueAnTtipia Tng Kpring,

o¢ ekBéoeic pe Tnv Avarrtuglokr) HpakAgiou, Tou Ymmoupyeiou ToupioTIKAG
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AVATTTUENG KAl TTAPOUCIACEIS 0TO TTAQICIO TNG BIOAKTOPIKAG Tou dIaTPIBAG OE
Aigbvr) Zuvédpia oT1o HpdkAgio, oto Dubai kai otnv Kw votavTivo UttoAn.

ApBpoypa@ei o€ TOTTIKEG KOl KABNUEPIVES EPNUEPIOEC OE TOUPIOTIKA TTEPIODIKA
evw €xel BpaBeutei atrd Tov MntpotToAitn PAdou kal Tov ZUAoyo AlguBuviwv
=evodoxeiwv Podou.

Ouikei apiota TNV AyyAikn (proficiency — adeia d1daokaAiag) kail TTOAU KaAd
eppavika kai ITaAika

Eival ravipepévog pe v EipAvn Z1paTAKN, EKTTAIOEUTIKO KOIVW VIOAOYO KOl

dlepunvéa TG apaBikng yAwooag ‘Exouv 2 mmaidid tov ApIoToTEAN Kai TN
Biktwpia.
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AvaAuTiké BIOTPADIKO ZHMEIOMA

Ovoparemwvupo : MNwpyog Tpiavra@UuAAou
Huepopnvia yevvoewg : 23/02/1977

Oikoyeveiakn katdoTaon : Eyyauog pe 2 maidid
AievBuvon karoikiag : AAe¢avdpeiag 40

TnAépwvo : 2813009513 KivnTto : 6956 294 137
e-mail : triantafyllougeorge@yahoo.gr

ENATEAMATIKH EMMEIPIA

Zemrtéufplog 2019 — ZRuepa
Anfuog MaAefigiou — YtreuBuvog oTo Mpageiou ToupiopoUu & AtracxoAnong
AZEI 3k/2018

ATtrpiAiog — ZRuepa
ExTaideuTik6G 610 EAANVIKS Meooyeiokd MavetioTrpio
MavemoTnUIaKOG YITOTPOP Og
Ma@iuara : Aioiknon Toupimikwv Mpoopiopywy — F&B management, EVAAAGKTIKEG
Mop@ég Toupiopou

louviog 2018 — loUviog 2019
Topedpyng Toupiopou IIEK AKMH

AUyouoTog 2011 —louviog 2018
AiguBuvrig IIEK Kappa Studies

bdeppoudpiog 2007 — ZApEPaA
> UuBouAog =evodoxelokwyv ETTixeipnocwy / EKTTaIdeuTAg

OkTWRpIog 2009 — louviog 2011
QpopicBiog Kabnyntrig TEI Kpitng Tunua ToupioTiKwy ETTIXEIpROEwV.
QpopicBiog ZAE TuAioou - QpopiocBiog IEK OTEK

OkTw Bp1og 2010 — Mdiog 2011
Kabnyntig otn oxoAr) Kappa Studies

Mdiog 2007 — 2012
Exmaideutikdg ouvepydtng IMAA otnv Avwratn ZxoAn Maidaywyiknig kai TexVoAoyIKAG
Ekmaideuong (AZIMAITE)

loUA10g 2009- ZemrTéuRpiog 2010
Ktua MoaotaTn. Ymetubuvog EkdnAwoswy & Anpooiwv Zxéocwv. www.ktimapaspati.gr
Avritrpoedpog MAZTMATH ALE.

deppoudpiog 2009- PeBpoudpiog 2010
Training Supenvisor. (MpoioTdpevog EkTaidsuong) Maris Hotels. 2.500 dpeg exn/omng

Zemrréufplog 2005 — lavoudpiog 2007
BonBdg Nevikou AiguBuvtr Aeitoupyiag & MNpoidvrog Grecotel S.A.
Kevrpikd Ipageiou PeBUuvou
Avrikeipevo epyaaoiag @ Opydvwon kai emifAeywn F&B dept.  Twv evodoxéiwv Tng
aAucidag

lavoudpiog 2005 — ZemrréuBpiog 2005 (12unvn cuvepyaoia)
Food & Bewerage Manager oto =evodoxeio Grecotel Creta Sun

Avrikeiyevo  epyaoiag Opydvwon AciToupyia  €mMOITIOTIKWY  TUNUATWY.  Kevipikd
€oTiaTOpIo, 2 a la carte, 3 bar. EmifAewn oT10 KOuudT ayopwv . Ayopég, Ektmaideuon
TTPOCWITIKOU. YTreUBuvog HACCP, MuokToMwy. AVOAUCGEWY TPO®INWY, TTAPOKOAOUONaON
TTayIou €€OTTAIOPOU. YTTEUBUVOG TTEPIBAAAOVTIKAG Opddag, ouddag IT kal opddag Kpioewv
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http://www.ktimapaspati.gr/

®deppoudpiog 2001 — lavoudpiog 2005 (12unvn cuvepyaaoia)
MpoioTauevog EAéyyou Emoimonkwv Tunudtwy (F&B controller) oto
=ewvodoxeio Grecotel Agapi Beach (ommd 1.1.2004 wg Agapi Beach Tou opiAou Sbokos
HotelGroup)
ETtriong KaBnkovra Ecwrepikot EmiBewpnTr) ISO 9001:2000, utretBuvog ISO 14000,
& Mnyavopyavwong

lavoudpiog — Agkéufprog 1998
F&B manager oto =ewodoxeio Santa Marina Mukdwou Avrikeiyevo epyaaoiag @ ‘Epeuva
ayopdg, dlaxeipion ayopwy, KooToAdynon, dOnuioupyia kataAdywy, wine list, opydvwon
€I0IKWV Bpadiwv

loUAiog— ZemrTépBplog 1997
MpakTiKA doknon oto =ewvodoxeio Candia Maris wg Bonbd¢ F&B manager
Avrikeigevo gpyaaiag : BonBog F&B manager, 8épata petd@pacng pevou, KOOTOAGYNONG,
BI1a@opeG BondnTIKES EpyaTieg

Madiog 1997
ZuPMeTOX oTnv opydvwon AleBvolg Zuvedpiou oto Rhodes Palace atn P6do. Amphitrion
Travel

loUAiog-2eTrTéuBpiog 1996

MpakTKA doknon oto =ewodoyeio Grecotel Mykonos blu wg Junior Sales Manager kai
BonBd¢ KpaTATEWV.

Avrikeiyevo epyaoiag : KpatAoeig Fidelio, Metappaon MewoU, =Zekivnua Aeitoupyiog
Privilege Club, didipopeg BondNTIKES epyaaicg

loUAiog-ZemTEPRpPIOG 1995
MpakTiKA doknon oTto {evodoxeio Atlantis. EoTiatépio kair Mtrap

ZMNOYAEX
looviog 2010 - 2018
AiddkTopag MavetrioTnuiou Alyaiou pe APIZTA
Avrikeipevo: Wine Marketing
(Influence of Wine Packaging on Consumers' Decision to Purchase)

looviog 2010
Mruxiotyog TEI Kpritng. TuApa TOupIoTIKWY TTIXEIPRIoEwy. BaBudg 8,7 APIZTA

OkT 2007- ®eBpoudpiog 2009
MeTamrTuyiakd oTo Mavetmiotipio Alyaiou. ToupioTikr) AVATITUEN Kal ZXeSIATUOG
‘ETraivog kai xpnuaTiké Bpapeio 2.000 eupw Babuodg 7,99

Zem 2005- Zemr 2009
Atogoitog Mavreiou MavetmioTnuiou Tufua Koivwwvikng MoAITikAg
Babudg 7,94 Zeipd arropoitnong AsUtepog

OkT 2006- loUviog 2007
Mruyiouxog AZIMAITE (AvwrdTtn ZxoAR MNaidaywyKuwv ZTToudwy)
ATtrogoitnon ong 12.06.2007 pe Badud 9,5 «ApioTar

1994-1997
Mruxiolyxog Awwrépag Z.T.E. P6dou
Atrogoitnon ong 30.09.1997 pe oeipd emiTuxiag Trpwrn (16,54)

loUAiog 1994
ATrooitnon atroé 1o 1° Texviké AUkelo HpakAegiou pe BaBuod ammohuong 19 12413
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Epvaociec MeAérec 'Epeguvec

TTOU €XOULE TTPAY JATOTTOINCEI WG @oITNTAG Mavreiou MavetTioTAPIou
AypoToupioudg — Epeuva - Anuoaicuan

Adam Smith. O TTAo0TOG Twv EB VWV KaI 0 KaTaPEPIOUOG Epyaaiog
MetavdoTeuon — Patoiopdg. ‘Epsuva - Anuoacicuon

Anpoypagia Tng Kprtng kai yowudtnta. ‘Epsuva - Anuocisuon

MaidikA epyacia — Epeuva

H mrepiBaAAovrikr TTOAITIKA Tou Afjuou HpakAegiou. ‘Epeuva — Anpocicuon
H exmraideuon otov Ay potikd Topéa TnG KpATtng. ‘Epeuva

Eupwrraikr ‘Evwon kai dia Biou ektraideuon atnv EAGda

‘Epeuva o1o Agpodpopio kail ato Aipdvi HpakAgiou

©oN> O~ WNE

AiatpiBn

H Cwn kai 1o £€pyo Tou Avipéa Aevrdkn. - Qg UTTOTPOPOG Tou I1dpUuaTog Avipéa Aevidkn

AIAAKTIKH EMMEIPIA

MioTooinuévoc amé EOMMEN & AAEK (1225-2472-4131-5130) AM 414807

NoéuBpiog 2009- MdapTiog 2010
QpouioBiog KaBnyntrig otnv Metekmraideuon ETE Kokkiv Xaw
Zevodoxelakn (ZUvoho 192 wpeg)

NoéuBpiog 2001- ® poudpiog 2008
QpopioBiog Kabnyntig atnv Avwrépa ZxoAr ToupioTikwy ETrayyeApatwy Ay. NiKoAdou
«=evodoxelakég Epappoyég oe HY pdypaupa Epung, AAéCavdpog, Protely» , «Word,
Excel» «Apyitektovikr] & E€omAiopdg»  2UVOAO 626 wWpEeg

OkTW Bp10og 2000 — 2011

QpopioBiog KaBnyntig 1ou Anp. I.E.K. HpakAgiou

«Opydawwaon Acgitoupyia Zevixeiour», 56 wpeg - «Opyadvwon Acitoupyia EoTiatopiou» 28wpeg

«Opyawwon Aegitoupyia KouZivagy 28 wpeg - «Mtrap - Oivoloyia» 28 wpeg

«=gvodoxelakég Epapuoyég oe HY» 42 wpeg — «ToupioTiké & Aepotropikd Marketing» 70 wpeg

«Aioiknon MpoowrttikoU» 28 wpeg — « OIKOVOUIKA OTOIXEI AEPOTTOPIKWV ETAIPIWVY 42 WPES

«ToupioTiknA Mewypagia» 48 wpeg, Word, Excel 42 wpeg, Case studies 112 wpeg

«MpakTikA Aoknon» 84 wpeg, Biounxavia kal Toupioudg 36 wpeg, ToupioTIKEG YTTNPETiEG 36 WPES
20voAo 933 wpeg

ATtrpihiog 2007 - AmrpiAiog 2010
Oupihog ITEC
AidaokoAia uttohoyioTwy yia ECDL (Word, Excel, Powerpoint, Access, Internet)
ETrétmTng Infotest

Aeképppiog 2005- lavoudpiog 2006
QpopioBiog Kabnyntig otnv MetekTraideuon ETE PeBUuvou
ToupioTikn Mewypagia — EmayyeApaTikr) Aywyn (Z0voAo 64 wpeg)

NoéuBpiog 2002- lavoudpiog 2003
QpopioBiog Kabnyntig atnv Metekmraideuon ZTE - HpokAgiou
ToupioTikA Mewypagia — ETayyeApaTiki) Aywyn (ZUvoAo 99 wpeg)

Noéuppiog 2001- loiviog 2002
QpouiocBiog Kabnyntrg ato Global. International Education Organization
«Food & Beverage Management» 30 wpeg - «Food &Beverage operations» 30 wpeg
«Hospitality Operations» 30 wpeg - ZdvoAo 90 wpeg

2007 — 2008
KaBnynTrg oTo Trinity International College
Zevodoyelaka TTpoypapuaTa uttoAoyioTwv & TiyoAdynon EAsyxog
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ZEMINAPIA XE EENOAOXEIA

2011 — ZApepa
Evdoetixeipnoiokd Zepivapia os Eevodoxeia eviog Kai ekTog Kpntng dvw twv 5.500 wpwv

louviog 2011
Zepvapio ato TTpoowiTikd F&B Eevodoyeiou Aquila Hotels Rithymna Beach 5*
E€uttnpétnon, xeipioudg mapatméovwy, up sales techniques

looviog 2011
Zepivdipio oto TTpoowrTiké F&B {evodoyeiou Knossos Beach 4*
E&uttnpéTnon, xeipioudg rapattovwy, up sales techniques

ZemTéuPpiog 2010
Tpinuepo oepvapio ato Trpoowrtikd F&B evodoyeiou TITANIA 5% ABriva
E€uttnpéTtnon, xeipiopds Tapatmovwy, up sales techniques

®ep —NoéuBplog 2009
Zepvdpla oTo TTPOCWITIKG Twv {evodoxeiwv Maris Hotels wg training supenvisor
2UVOAIKG dvw Twyv 2.500 wpwv

louAiog 2008
Zeuvaplo aToug epyalouévoug Tou Eevodoxeiou Sofitel Capsis atnv P6do
O¢uaToAoyia : Crisis management, Aiaxeipion Traparrévwy, ETrayyeApaTik CUPTTEPIPOPA.
Mpwreg BonBeieg, MupaoeaAeia

Agképpprog 2007
Seuvapio aToug epyalopévoug Tou Eevodoyeiou Vassia Beach
Workshop. Team building - ¥UvoAo 6 wpeg

looviog 2007
Zeuvdiplo oToug epyalouévoug Tou Eevodoxeiou Sofitel Capsis atnv Pédo
MwAnoeig —Ymodoxh : 10 wpeg - EoTiatopiakn : 6 wpeg
Mdiog 2007

Zeuvapio aToug epyafopévoug Tou Eevodoyeiou Grecotel Club Marine Palace
yia Aoyapiaopo Tou KEK Texvikr) EKTTaIBEUTIKN. 72 WPES

Mdiog 2007
Zepivdplo oe epyadopévoug Eevodoxeiwy - KEK Texvikry EKTTaudeuTikr). 32 wpeg

Maptiog 2007
AIRUEPO AVOIKTO GEUIVAPIO OE TTPOICTANEVOUG ETTICITIOTIKWY THNUATWY E€ VOO EiWV
TTOAUTEAEIOG. - 20VOAO0 12 wpeg - KooToAdylo — EAeyxos Movadwy e Baon 1a Aiebw)
TTPoTUTTA TOoU ApeEpikavikoU Mav/piou Cornell

Atrpihiog 2007
Zepivaplo otoug epyalopévous Twy G-Hotels atnv XaAKISIKH.
Mupac@dAeia oto Levodoyeio. Ocwpia & MpakTikr) ACKNaN. 7 WPEG

Maptiog 2007
AIRUEPO CEUIVAPIO OTOUG £pyalopévoug Tou Eevodoyeiou Nana Beach
ZUwoAo 12 wpeg - EEutnpétnon Mehatwy — TnAepwvikn Emikoivwvia. Workshop

Maptiog 2007

AIuepo avolKTé oepIVapIo o€ UTTAAAAAOUG UTTOOOXAG EEVODOXEiV.

Z0who 12 wpeg - EEumrnpétnon MeAatwv — TnAepwwvikr ETmkonwvia. Workshop
Maptiog 2007

AWIKTO gepvaplio yia Aoyapiacouo Tng Aéoxng Apxiayeipwy Kpritng

Yyieiv kait Ao@aAeia Tpogiuwv

Maptiog 2007
AIquepo oepvapio oToug epyalopévoug Tou {evodoyeiou Knossas Beach
TuAua Opdewv. Asitoupyieg kal ETnkoivwvia Turjpatog Opogokopiag.
A1adpaoTIKO ZepIVapIo. ZUVOAO 8 WpeG
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Maépriog 2007
Ampepo oegpvapio oToug epyalopévoug Tou evodoyeiou Knossos Beach
TuAua Yrodoyrg . /AeiToupyieg kal ETmKoIvwvia TUAPATOS YTTOB0XNG.
A1adpacTIKO ZEPIVAPIO. ZUVOAO 8 WpEG

Maptiog 2007
Aijuepo oepvapio oToug epyalopévoug Tou tevodoyeiou Village Heights
Workshop. Team building Z0voho 8 wpeg

deBpoudpiog 2007
ZeuIvaplo aToug epyalopévous Twy e vodoyeiwv Pantheon Palace & Megaron
Z0wo 12 wpeg - Fidelio ver 7.13 for Frond Office Users & Configuration Programming for
Back office Users

OkTw Bpiog 2006
euvapio aToug epyalopévoug Tou {evodoyeiou Alexandra Beach atn ©daoo.
ZUwoAo 14 wpeg EvotnTeg: HACCP - TnAeguwwvikr Emkovwvia — Up selling techniques

Mdiog 2006
Zepivaplo otoug epyalopévous Twy G-Hotels atnv XaAKISIKH.
Opydwwon Zuvedpiwv 16 wpeg - Texukég EoTiaTtopiokig 16 wpeg

Mdpmiog 2005
Zeuivaiplo atoug epyalopévoug Tou Eevodoyeiou Grecotel Club Creta Sun :
1. MNpoowrTiké Kougivag HACCP 4 wpeg
2. TMpoowrtrikd uttodoxAS TexvKéG TTWARCEWY
TNAEPWVIKN ETTKOIVWVIO 8 WPEG
3. TpocwrTikd e0TIATOPIWY TexVIKEG eTTIKOIVWVIOG 4 WPEG
4. TpocwITIKO UTTOP -\\- 4 wpeg
5. TMpoowrtrikd opdpwv Texvikég epyaaiag
OfuaTa Yyievig 8 wpeg

2UvoAo 28 wpeg

Mdpmiog 2005
Zepvapio “Team Building” atoug TrpoioTapévoug Tou evodoxeiou
Tzoan Hotels & Resorts oto Pé€Bupvo - 6 wpeg.

deppoudpiog 2005
Zepivaplo pe BEpa «Agiroupyieg & Appodidrnteg TuRuartog EAéyxou» (6 wpeg) o€
Avreg Kal TTpoicTapEVOUS Eevodoxeiwy oTo Eevodoxeio ATAaVTIG

bdeppoudpiog & MapTtiog 2005
Sepvapio wg pe Bépa  «Opydvwon & Asgimoupyia  Ymodoxng. TnAgpwvikn
gmkolvwvia, Avripetwmon MNapamévw vy (6 wpeg) oe MpoioTapévoug kal uTTaAAAOUG
utrodoX NG Eevodoxeiwv oTo Eevodoxeio Lato

PeBpoudpiog & Mapriog 2005
Zepivdpio oe payeipoug cevodoyeiwv (KEK EtmipeAntnpiou HpakAgiou) pe Bépa «Yyieiviy
Tpogipwy, Haccp, KooToAdyio a la carte» (12 wpeg)

21-23 XemrreuPpiou 2004
Zepvapio pe Bépa «AyyAKnA & Mepuaviki OpoAoyia» aToug UTTAAAAAOUG TOU TURPOTOG
opdewyv Tou Eevodoxeiou Agapi Beach (6 wpeg)

4 Xemrreufpiou 2004
Eioriynon pe Bépa « TnAspwvikn Etikoivwvia — MNMwARoceIs péow tng urrodoxric» oToug
uttaAAAAoUG TNG uTTodOX NG Tou Egvodoxeiou Agapi Beach (4 wpeg)

10 louAiou 2004
Eioriynon pe B€pa «Moowbnon MNMwAncswvy» oToug epyalopEVOUS TWV ETTICITIOTIKWY
TUNMaTWY Tou evodoyeiou Agapi Beach (4 wpeg)

5 Aekepufpiou 2004
Zepvapio ye Bépa «lMoowbnon MNwAnoewv» GTOUG £PYAOPEVOUG TWV KATAGTNHATWY
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«OpIpdANG» (3 WPEG)

28 NoepuBpiou 2004
Zeuvapio Pe Bépa «Moowbnon MNwAnoewv» aToUg £PYAlOPEVOUG TWY KATACTNHATWY
«Costa Boda» kai «ETTiAeKTOWY (3 WPEG)

3 & 9louviou 2004
Mapouaiaon wg YTeUBuwog lMepiBdAovrog Tou Eevodoyeiou Aydrrn MTinTg, ato 160
AnpoTiké 2xoAciou HpakAgiou kai aTto 10 Nnmaywy giou ApkaAoxwpiou e Béua : H
onuacia tng mpooTtaciac Tou mepIBAAAovTo¢ Kai n ouuBoAn uag orn Asmoupyia tng
avakUkAwaong (10 wpeg aUvoAo)

18-19 Mdiou 2004
Aijuepn giofiynon e Bépa «Mpowbnon mwAncewv» GToug £pyalouEVOUG TWV
ETMOITIOTIKWY TUNUATWY TOU EEVODOXEIOKOU OUYKPOTHHATOG « AoTépag BouAiay pévng»
(12 wpeg)

deppoudpiog 2003
EVBoeTTixEIpnoIoKko aepIvapio oToug epyadouévoug Tou Grecotel Agapi Beach
60 wpeg (Ms Word, Excel, Outlook, Windows 2000)

26-28 Mdiou 2003
Tpinuepn eionynon (12 wpeg) oe EmayyeApaTieg ota Tipava AABaviag e B€pa :
«=gvodoxelakég Epapuoyég oe HY, rapouaiaon mpoypduuatog «Protel» yia Aoyapiaoud
Tou MavetmoTnuiou ABnvwyv

deBpoudpiog 2002
Zepvapio MS office o€ péAn Tou Maykpntiou ZuAAGyou AlEuBuvT WV =€ VOBOXEiwV.
20 wpeg OTIG yKATAOTACEIG TNG Meooyelokng EkTraideuang

Aek-O gf 2003 & 2008
ZUpBoulog N.S.A. — Xtidovrag Tnv arroteAeopaTiki opdda. ETaipgia Tou Trpwnv utrou py ou
ToupIiouoU K. Nikou ZkouAd

Evoetixeipnoiako yia Grecotel Agapi Beach & Grecotel Cretan Malia Park (4 nuépeg) 32h
Awvoixté Workshop yia To EmipeAnTtripio HpakAgiou (4 nuépeg) 32 h

Ewdoemixeipnaiako yia Tnv Coca-Cola 3E( 3 nuépeg) 24 h

Evdoctixeipnoiakd oepivdpia yia 1a oteAéxn tng aAucidag MAZOYTHZ

ANENENEN

Cevikd 2UVOAO EKITAISEUTIKWYV WPWV : 9300 wpEeg

EIZHHZEIZ-OMIAIEX

Tobviog 2011
KwvoTtavrivouTroAn - Toupkia
Maykoéopio Zuvédpio Toupiouou University of Washington
Ouihia pe B€pa : Wine Marketing

bdeppoudpiog 2010
OuiAia og nuepida otn Mukovo -lMpoakekAnuévog Anuapyxou Mukévou
«ToupioTikr EkTraideuon» - MKO «©éAnan Mukévou»

E-business forum
Wine tourism - INa Aoyapiaoud Tou MavetmioTnuiou Alyaiou
Aeképupprog 2008 HpdkAgio Kpntng

Oxtapprog 2008
Dubai Jumeirah - Zuwvédpio Eurochrie
Ouihia pe B¢ua : Wine tourism clusters Na Aoyapiaoud tou MavetioTnuiou Alyaiou

deppoudpiog 2008
Ouihia yia Aoyapiaopd Tou YTroupyeiou ToupioTIKAG AVATTTUENG
«lviepver & Touplopdg» =evodoxeio «ETpATog BaoAkog»

NoéuBpiog 2007

Ouihia pe Bépa «E§utmpérnon reAarwv SPA»
aTtov Algbviy EkBeaioké xwpo MNoupvwv KpAtng AEKK AvoikTr] TTpO0OKANGN yIa TO KOIVO.
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NoéuBpiog 2006
Ouihia pe Bépa «AYPOTOUPIOUOS , Q¢ Mégo KaramoAéunong me Zuyxpovns AcugiAiag,
& Avapabuiong rou PéAou rwv MNuvaikwv ¢ Ymai6pou
o€ AIEBVEG ZUuvEDpIo UTTO TNV alyida TNG AVaTTTUEIOKAG XaAKIOIKAG Kal AVaTITUEIaKAG
AwIKTH) TTPOOKANCN Yia To KoIvo. http://www.greenconference.gr/

NoéuBpiog 2005
Ouihia pe Bépa «Zuvedpiakog Toupiouog — Xpuon eUKaIpiayia TTOIOTIKO TOUPIGHO»
atov Aiebvy EkBeaiokd xwpo MNoupvav Kprtng AEKK - AVoIkTA TTpOOKANGN yia TO KOIVO.

looviog 2005
Ouihia pe B€pa «Oikovopikda AtroTeAéopara F&B» e ouvepyaaia

pe To KETA oto EmipeAntrpio Ayiou NikoAdou - AVoIKTA TTPOOKANCN YIa TO KOIVO.

bdeppoudpiog & Mdaptiog 2005
Mapouaiaon we péAog TnG MepiBaAdovrikrc Ouddag Tou =evodoxeiou Grecotel Club Creta
Sun, 1o AnuoTiké ZxoAgiou MNouBwv Kal To AnpoTiké a1o Kokkiv Xav e Béua @ «H
onuacia ¢ mpooracias Tou mepIBAAMovToc Kai n ouuBoAn pag  ortn Asitoupyia tng
avak UKAwong»

bdeppoudpiog 2005
Ouihia pe Bépa «Oikovopikda AtroTeAéopara F&Bx»
oe ouvepyaoia pe To KETA oto EmipeAntrpio PeBUuvou. AvoikTA TTpOOKANGN Yia TO KOIVO

lavoudpiog 2005
Ouihia pe Béua «O1kovopikd AtroteAéopata F&B» e ouvepyaaoia
pe To KETA oT1o Hpdkheio KpATng - AVoIKTH TTPOOKANGN YIA TO KOIVO.

OkTW Bp10g 2004
Suvrovopdg & Opydwwon TTepIBaAMOVIIKAG eoTepidag pe Bépa  «AvBpwtrog &
MepiBdAAov» oTo Eevodoyeio Grecotel Aydtmn MTrnTg

AUyouoTog 2002
Ouihia o1o 8o Zuvédpio Kpntwv PoitnTwv he Béua :
«Toupioudg & Avamrtuén. EvaAAakrikég Mpoomrmikég oTnv KpAtn»

AIAKPIZEZX

Mdpmiog 1997
‘Etraivog atré Tov ZUAAoyo AleuBuviwv =evodoyeiwv P6dou
lavoudpiog 1995
‘Etraivog atré Tov MnTpoTroAit Pédou
louviog 1993 & louviog 1994
ApioTeio kal BpaReio Mpoddou
looviog 1990
‘Etraivog atoé ta PpovrioTipia A. Kémmaka (Mepuavikuv)

AHMOXIEYMATA

27 Mdiou 2001
Epnuepida Avaror Ay. NikoAdou — ZuvedPIakoS TOoUpIOUOC , H Xpuar Eukaipia yia Moionké
Toupiouo

28 Tovviov 2001

Epnuepida AvaroAr Ay. NikoAdou — AYPOTOUPIONOGC , Q¢ Méoo KaramoAéunong g EGyxpovig
AotugiNiag, & AvaBdbuiong rou PéAou twv MNuvaikwv g Ymaiépou
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3 AuyouoTou 2001

Egnuepida AvaroAn Ay. NikoAdou — H Agiroupyia tng Aurouaromoinong

8 AuyouaoTou 2001

og Zuvdpmnon ue Tov AvBpwmvo lNapdyovra

E@nuepida AvaroAr Ay. NikoAdou — Zuyxpovol lMpoopuyec

4 & 5 XemrreuBpiou 2001

M éoa amré Aiagopenkn Omnkn Mwvia

Egnpepida AvaroAn Ay. NikoAdou — O Apxéyovog Oivog

4 OkTW Bpiou 2001

Eopnuepida AvaroAn Ay. NikoAdou — Omav 1o AdoAo wéua, uag givar avaykaio 6co Kai n

aAn@eia

10 OkTwpRpiou 2001

Eopnuepida AvaroAr Ay. NikoAdou — Zuyxpoves Moppéc «EAsuBepiagy

26 OkTwpRpiou 2001

kai n urmokpioia m¢ ©avankng loiviag

E@nuepida AvaroAn Ay. NikoAdou — AvBpwriva Aikaiwuara

1,2,3,4 NoguBpiou 2001

Avoiktéc AvBpwmives Kolvwvieg

Eonuepida Avarorn Ay. NikoAdou — To Néo Mporurro 1SO 9001:2000 oro Grecotel Agapi
Beach  Hapdiinie pe tyy Moeromoiney HACCP

25 Askepufpiou 2001

Eonuepida AvaroArn Ay. NikoAdou

24 lavouapiou 2002

Eonuepida AvaroAn Ay. NikoAdou

Aeképppiog 2001
Mepiodikd Xpripa & Toupiopdg

lavoudpiog 2002
Mepiodikd Xpripa & Toupioudg

OkTW Bp10g 2005
Eonuepida Matpig

NoéuBpiog 2005
Epnuepida Meodyeiog

21 AmrpiAiou 2006
Mav.) E@nuepida Matpig

17 AuyoiuoTou 2006
Epnuepida MNaTpig

OkTw Bp1og 2006
Eopnuepida Matpig

OkTW Bp10g 2006
Mepiodikd Xpripa & Toupiopédg
4 AekeppBpiou 2006

27 Aekepuppiou 2006

16 lavouapiou 2007

To MNopTivé TpatréQi
0uUlo, 10 S1KO pOg
Ayporoupioudg
Zuvedpiakog Toupiouog
ToupioTikA €kBgon Anuga oTnv KoAwvia
EvaAAakTikég Mop@ég Toupioou
NMéoco @IA6Eevol cipaoTe TeAika ; (Epeuva yia 1o Mavreio
"EyxAnpa oto {evodoyeio
‘Epeuvayia TnV ey KANUOTIKOTNTA OTO §EVOBOY €T
MoATiké Zx6Aio
Zevodox e10KA €y KANUOTIKOTATA
MpakTikd AigBvolg 2uvedpiou pe Béua  «Aa@pdpog

AvarmTuén» Eonuepida Matpig

IMa Tnv utrokpioia Tng BavaTikKAg TTOIVAG
E@nuepida Matpig

"Epeuvayia Tnv TePIBAAAovTIKE TTOAITIKA TOU Afjpou
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9 Mapriou 2007
19 Mapriou 2007

5 Mdiou 2007
Kolvwvikog mTpoANuaTiopég

1 AuyouoTou 2007
1 ZemrteuBpiou 2007

19 Zemrreufpiou 2007
Epnuepida Matpig

4 O eBpouapiou 2008
looviog 2008

loUAiog 2008

HpakAgiou Epnuepida MNaTpig
ATrokévTpwon oTnyv ... Kougiva Egnuepida MNatpig
H MNuvaika oto X0eg kai 010 TApEPa EQnuepida MaTpig

"EAAayn ZepBITopwv o1 ZgVOdO)Eia

H ToupioTik TTOAITIKA a@opd 6Aoug pag Eenuepida MNatpig
ToupioTikA Ektraideuon E@nuepida looTipia ZUVEVTEUEN

MNuvaikeg oTnv €§ouaia. (Emrikaipo ToAITIKG oY 6AI0)

‘Epeuva o1o agpodpopio HpakAegiou - Epnuepida MaTtpic
AvTiBéoceg otnv EAoUvra E@nuepida MaTpig

2oyxpovol MNpeoBeutég Tou Toupiopou Eenuepida MNaTpig

Zemrréufplog - NoéuBpiog 2018 Aidpopa dpBpa TOUPIOTIKOU £VOIOPEPOVTOG

I[TA900c apboypaoniac uéypt cnuepa o€ Tomkd Ko £0vikd TOTO

ZYITATIKEZ ENIZTOAEZ :

Ap. Ayyng Oeddwpog  AékTopag MavetriaTnuiou Alyaiou

Ap. M. Zrepavidou
N. Zkouuég

A. AaokaAdkn

A. Zikiviwtn

Ap. Aay 66 AnpnTpiog

Ap. XprioTtog Euay.

. KaBnyAtpia A.Z.T.E.P., Avipia A.Z. Tpatmeag Maryland USA
. KaBnynti A.Z.T.E.P AicuBuvrrig Apollo Beach ®oinpdx.

. AleuBuvrr Atlantis Hotel

. AieuBuvrry Mykonos Blu, 1. Avrj Santa Marina Mukéwou,
Avin Mykonos Palace

>UpBoulog Emyeiprioewy (4 £ ouvepyaoiag)

Koountopag Mavetmiotiuiou Ayaiou

Mpoedpog petatTuxiakou AieBvoug MavetiaTnuiou EAAGSaG

NPO® OPIKEY ZYZTAZEIX :

Mrtropeite va AGBETE ATTO TOUG KK. :

NikéAao HAIGdn

lwdavvn ZuTTWwKo
NIKOAQO ZUTTWKO
PwokoAdkn XapdAautro
Apn ZKuBaAdkn

Kopiva AAegavdpn
BaaoiAn Mavayiwrou
NA€eUTEPN ZIKIMWTN

HAia Marrayewpyiou

m.[evikd AlguBuvrr Aeitoupyiag & Mpoidvrog Grecotel S.A
AieuBivwv Zuppouro Ayatn MmnTg AE.

Mpoéedpo Ayatn MTntg A.E.

Iev. Avin Sbokos Hotel Group

[ev. Avin Malia Park

Marketing Maris Hotels

lev. Avrn Zeus Village

. Avin Mykonos Palace

IdiokTriTR Santa Marina Mykonaos

Zévec TA\woosc :

ApioTta Tnv AyyAikn (Proficiency — ddeia didaokaAiag)
KaAd tnv Mepuavikl, KaAa tnv ITaAikn

Cvwoeic HAekTpoVvIKWV YITOAOYVIOTWYV :

o DOS 6.22 - Fidelio 5.22 & windows version
o Unidata - Estia - Ermis
o Windows — Ms Office

o Visual Basic 6.0

o Scala (Amiga)

o Adobe Photoshop 7.0 - Corel 11
o Xpnon kai MNpoypaypatioydg Labware pos
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o Protel - AAéEavdpog
Bivreookdtnon & Anuioupyia DVD-ULEAD

Xepivdapia

JMK — Changing the business culture

FORUM- ADVANCED TEXNIKEZ AIAMNPOZQMIKHEZ  ENIKOINQNIAZ
& ANOPQIINH ZYMIEPIDOPA

Hyeoia — EmpeAntipio HpakAciou Eionyntg kog MavayiwtdtrouAog Aviwvng
euvapio Exmraideuong Exmraideutwy ZEM — AEK 2006 EKETIZ 300 wpeg

NLP — NEYPOIAQZ2IKOX NMPOrPAMMATIZMOZ — 16 QPEX

ZuppeToxr oto ETTipopewrikd Zepvapio TG NSA (K. Nikou ZKOUAd)

«XtiCovrag Tnv AtroteAeopankr Opdda» atréd 28/2-3/3 oto MépTo EAolvia Mdpe
EEAE « Emixeipnoioko MNakéto Anuooiwv XxEoewv» 8 wpeg

15pupa Texvoloyiag & "Epeuvag HpakAgiou (Visual Basic 6.0) 60 wpeg

16pupa Texvohoyiag & "Epeuvag HpakAegiou (H/Y) 112 wpeg

EEAE «Zxedaoudg ToupioTikwy Makétwwvy 350 wpeg

Metémreita ouvepyaoia pe Tnv EEAE yia Tnv ékdoon CD ROM Béua

«O1 EvaMakTIKEG Mopgég Toupiopol atnv KpAtn»

ITE — PRIORITY «To Néo Mpdétutro ISO 9001:2000» 8 wpeg

PRIORITY «Zeuivdpio Ecwrepikwv EBewpntov» 14 wpeg

Meooyeiakn ExkmaideuTiki «Golf Marketing»

>uppeToxn oto MaveAAvio Zuvédpio OEEK 14-17 Zemrtepfpiou otnv ABrva
>uppeToxn otnv Opyawwon Huepidag tng Z.T.E.

Metémreita ouvepyaaia yia Tnv ékdoan CD ROM

YV VY Y VvV

YV VY

VVVVYYVY

ZTPATIWTIKEG YTTOoX pewoelg : EKTTAnpwpéveg
lavoudpiog 1999— loUAIog 2000 ZtpaTiwrikr Onreia (E1dKOTNTO «ZIMIoTAG» Z.1. 1)

Huépeg atroudiag amo epyacia / ekraideuon / oxoleio Adyw aodéveiag : O

AAAa Eviia@épovra :
ZUMoyn ZTaviwy Avrikeigevwy 01Twg: XioUpop Kai KaAr AidBeon yia Zuvepyaaia.
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International Conference Papers

. Valerga, M., G. Triantafyllou and K.P. Tsagarakis. 2002. The Water Recycling
and Reuse Practice at Grecotel Hotels. IWA Regional Symposium on Water
Recycling in Mediterranean Region, Iraklio, Greece, 26-29 September 2002. pp.
73-76

THE WATER RECYCLING AND REUSE PRACTICE
AT GRECOTEL HOTELS
Valergal, G. Triantafyllou!, and K.P. Tsagarakis®
! Grecotel S.A., environment@ath.grecotel.gr, control ab@ab.grecotel.gr

2 NAGREF., National Agricultural Research Foundation Regional Foundation of
Crete, P.O.Box. 2229, 71110 Iraklion, Greece, kandila@her.forthnet.gr.

Abstract

Grecotel is the largest hotel chain in Greece with 23 hotels and a total bed capacity
ofabout 12.000 beds. There are currently 15 Grecotel resorts (4 and 5 star) located
in Crete, Rhodes, Corfu, Halkidiki, West Peloponnese, Mykonos and Kos, while
another 2 will open in year 2002 in Kos and Attica. Furthermore there are 6 city
hotels of the 4 and 5 star category under the company's management while another
two city hotels will open in 2002. Grecotel by contract, is responsible for the
management ofall the hotels in the group.

The management of Grecotel believes that the tourism industry must set an

example in respecting the natural and cultural environment. For this reason, the

company has introduced an environmental management and protection program

which has been supported by the European Communities and specialists in Greece

and abroad. Some of the activities on water conservation and waste minimization

include:

« Improved biological treatment plants and re-use of water for garden irrigation

(except lawns).

Re-use of final rinse water as pre-wash in laundries.

» Reduction of single use products (marmalade, plastic cocktail decorations etc.)

« Increased use of returnable glass bottles and reduction of PVC and aluminium
containers.

« Linen shopping bags (pilot scheme in 5* Grecotels 1994). Plastic laundry,
sanitary & refuse bags replaced with recycled paper bags.

« Bulk purchasing in returnable packaging.

« Recycling and re-use of waste products - wherever possible.

« Inclusion of Grecotel Environmental Policy in new Personnel Induction Manual.

« Distribution of “Savoir Vivre” leaflet which encourages ecological thinking in
the home as well as the workplace.

« Environmental duties included in all job descriptions. Slides shows and talks to
all levels of personnel.

« Eco-check list included in the regular Grecotel Quality Audit of all hotels.
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This paper will concentrate on the company's policy to water recycling and reuse.
There will also be presented the systems employed for wastewater treatment in all
hotels owned and administrated from Grecotel. There will be a qualitative and
guantitative presentation for the treated effluents and the specific reuse
applications and techniques.

G. Triantafyllou (2006) “Agro-tourism: a mean against modern urbanism and its
contribution to the improvement of women’s role in the countryside.”
International Conference: “Sustainability in Mediterranean Mass Tourism
Regions” The conference was the major dissemination event of the GREEN
DRACHMA 1l project (www.greendrachma.gr) - a collaborative initiative of 8
Greek organizations, which is supported by the LIFE ENVIRONMENT
programme (Oct 2004 — Dec 2006). Heraklion, Crete, Greece, November 23-24,
2006.

Abstract

Tourism has the potential to empower women, particularly in rural areas.
However, little is known about whether it can have the same effect in Andean
communities, mainly because the traditional social and cultural structures of those
communities have limited women’s ability to empower themselves through
traditional economic activities

“Agro-tourism: a mean against modern urbanism and its contribution to the
improvement of women’s role in the countryside.”

https://ec.europa.eu/environment/life/project/Projects/index.cfm?fuseaction=home
showFile&rep=file&fil=Conference Proceedings.pdf

D. Lagos, D.Papathanasiou-Zuhrt, G. Triantafyllou (2008), “Wine Tourism
Networks And Business Clusters In The Greek Tourism Industry” International
conference committee. 28th EuroCHRIE conference Dubai 2008, 11th — 14th
October 2008, The Emirates Academy of hospitality Management. In academic
association with Ecole Hoteliere de Lausanne”.

Abstract

The issue of Business Clusters became foreground of economic thought in the
90’s due to Michael Porter’s research work, who argued that the most successful
export companies belong to groups of enterprises of the same field that are
geographically close to one another. Tourism, as an economic activity, includes a
wide range of small and medium enterprises engaging in various sectors of it. It is
argued that Networks and Business Clusters within the field of tourism economics
define de facto the competitiveness of a tourist destination. Networks and
Business Clusters of small and medium enterprises which operate in a tourism
destination is a prerequisite that contribute to its competitiveness. Especially in
Greece, it is alleged that Networks and Business Clusters can maximize the
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abilities offered by technology, new markets and other external factors and
contribute to the strengthening of competitiveness within the sector of tourism.
This paper provides the conceptual framework and the characteristics of Wine
Tourism Networks and Business Clusters. According to this we analyze the
competitiveness model in Wine Tourism and we make a review of both
international and Greek experience of Networks and Business Clusters’
development coming from the field of small and medium enterprises. Then we
proceed to an evaluation of the current situation of Networks and Business
Clusters within the Greek wine tourism industry, infer some general conclusions
and shape tourism policy proposals.

Key-words: Wine Tourism, Networks, Business Clusters, small & medium
tourism enterprises, tourism competitiveness

https://gala.gre.ac.uk/id/eprint/5025/4/5025 EuroCHRIE 2008 Conference progr
amme and schedule.pdf

Triantafyllou G., E. Christou, D. Lagos, P. Kassianidis (2011), “Wine
packaging elements: Do they impact consumer’s purchasing Behavior?”
International conference “Advances in Hospitality and Tourism Marketing and
Management”, 19-24 June 2011, Bogazici University, Istanbul, Turkey, organized
by Bogazinci University and Washington State University. (Book of Abstracts),
pp.322-328.

Abstract

Packaging wine involves the science, art and technology of bottling, enclosing or
protecting products in the best medium for distribution, storage, presentation of
goods for sale, and consumption. It includes as well the art of labeling, the closure
treatment, the naming of the product and the choice of the shape and colour of the
bottle. The wine’s origin is also a valuable parameter. One approach to studying
food choice comes from psychological research into attitude and behaviour
relationships. Referring to the Theory of Planned Behavior (Ajzen, 1991), it is
assumed that most part of the influences on food choice are mediated by the
beliefs and attitudes held by an individual. Beliefs about the nutritional quality and
health effects of a food may be factors more important than the actual nutritional
quality and health consequences in determining an individual's choice. Concerning
wine, the beliefs about its health consequences play a major role. Indeed, wine can
be botha good friend (in moderation, providing physical and social benefits) but a
cruel enemy too (in excess, causing moral and physical declines). That is, one of
the most prominent factors influencing consumer’s wine choice has been found to
be perceived quality (Hauck,1991). Quality can be perceived by human senses, as
sight: for food products, and especially for wine, that means packaging and labels
are some of the sources consumers refer to in order to judge the quality of the
product and to make a choice.

http ://www.ahtmm.com/wp-content/up loads/2016/08/intro.pd f
http ://www.ahtmm.com/wp-content/uploads/2016/08/part3.pdf
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5. Trantafyllou G., C. Lypmperopoulos, D. Lagos, E. Christou (2014) “Wine
Packaging Marketing: Recent trends in the Wine Market”. Conference in
“Advances in Hospitality and Tourism Marketing & Management”, 25-27 June
2014. University of Mauritius & Washighton State University

Abstract

Packaging design of food products in general and wine specifically aims to
influence consumers’ sensory expectation and taste evaluation (Deliza and
MacFie, 1996; Lange et al., 2002; Szolnoki, 2007). Orth and Malkewitz (2008)
report five distinct holistic packaging 308 design styles for which consumers have
different product associations. Consumers’ liking of a wine was found to be
influenced by the label design and labeling information (Szolnoki, 2007). One
approach to studying food choice comes from psychological research into attitude
and behaviour relationships. Referring to the Theory of Planned Behavior (Ajzen,
1991), it is assumed that most part of the influences on food choice are mediated
by the beliefs and attitudes held by an individual. This paper investigates studies
and summarizes the packaging options available to the wine industry, including
the positives and negatives of traditional glass and alternative media. It is based on
a review of available research, literature and reports and on the opinions of local
and international industry stakeholders.

KEYWORDS Wine packaging, wine marketing, label
http ://www.ahtmm.com/wp-content/uploads/2016/08/Program.pdf

https://ahtmm.emu.ed u.tr/Documents/previous-conferences/2014-Conference-
Proceedings.pdf

6. Triantafyllou G., C. Lypmperopoulos, D. Lagos, (2016) «Consumers’
Satisfaction in Dependence with the Perceived Value of Wine» International
Conference on Tourism Dynamics and Trends Antalya, TURKEY 04-07 May
2016. p.p. 96-107

Abstract

In the present paper the central issue concerns initially the clarification of the main
methods that are implied by the Greek enterprises which are activated in the wine
section, namely wine production and selling, with the aim of increasing the
perceived value of their wine products. Likewise, it constitutes an attempt to
determine in what extend the perceived value of wine products is influential with a
positive way to the consumers‘behaviour and if it is conducive to the
configuration of consumers‘satisfaction level. The results of the research
demonstrated that the younger consumers have completely different approach
concerning the influence of the estimated value in their choices than the more
mature consumers. It was also revealed that the consumers of medium
involvement evaluate with different criteria the satisfaction that derives from the
consumption of wine comparing with the consumers of low and of high
involvement. Keywords: Wine Marketing, Estimated Value, Wine Consumers,
Satisfaction

https://ictdt. net/wp-content/uploads/2019/11/1.-International- Tourism-Dynamics-
and-Trends-Proceedings-Book.pdf
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7. Triantafyllou G., C. Lypmperopoulos, D. Lagos, (2016), ‘Factors that
determine the perceived value of wine and the consumers’ satisfaction level”. 4th
International Conference on Contemporary Marketing Issues, 22-24 June 2016,
Heraklion, Greece

Abstract
In the present paper the central issue concerns initially the clarification of the main
methods that are implied by the Greek enterprises which are activated in the wine
section, namely wine production and selling, with the aim of increasing the
perceived value of their wine products. Likewise, it constitutes an attempt to
determine in what extend the perceived value of wine products is influential with a
positive way to the consumers’ behavior and if it is conducive to the configuration
of consumers’ satisfaction level

The results of the research demonstrated that the younger consumers have
completely different approach concerning the influence of the estimated value in
their choices than the more mature consumers. It was also revealed that the
consumers of medium involvement evaluate with different criteria the satisfaction
that derives from the consumption of wine comparing with the consumers of low
and of high involvement.

Keywords: expectations, perceived value, satisfaction level, customer behavior,

loyalty

http://www. mkt.teithe.gr/iccmi2016/1ICCM 19202016%20CON FER ENCE%o
20PROGRAM M E.pdf

8. G. Triantafyllou, D. Lagos, P. Poulaki, (2019), The development of wine
tourism in Crete according to wine producers’ perception. ICCMI, 10-12 July
2019, Heraklion, Greece

Abstract

The purpose of this paper is to present the evolution of wine tourism in Crete
along with the level of its interaction with the local community according to wine
producers’ estimations.

The necessity of studying thoroughly the wine makers’ opinions with regard to the
utility of wine tourism and its benefits has been emerged from the fact that
employers of both sectors, tourism and agriculture too, are confronting on a daily
basis the negative impacts of the financial recession which has triggered the
increase of unemployment and the decline of business activities generally in
Greece.
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The answers indicated the important steps that have been done as well as the
weaknesses and the problems that wineries are faced with, during their attempts to
embrace wine tourism. Especially, the answers that were given by the wine
makers who are not engaged with wine tourism are very interesting since they
reveal which factors from the internal and external business environment account
for their unwillingness to get involved with wine tourism.

The proposals for the further growth of wine tourism derive primarily from the
wine producers. They firmly believe, in their majority that the state of Greece in
conjunction with the cooperation of businessmen from the hospitality and tourism
division and of representatives from academic institutions and searching
laboratories of Crete will contribute to the enforcement of wine tourism as a form
of sustainable development.

Keywords: wine tourism, Crete, marketing, sustainability

https://iccmi2019.org/file/ICCMI-2019-Conference-Programme.pdf

G. Trantafyllou, Michail Toanoglou, Strataki E., Rahul Pratap Singh
Kaurav (2020), “How Web of Science is shaping the researches on publications
on wine tourism: Bibliometric analysis approach”. ICCMI, 2020, Virtual
Conference — Enclosed Acceptance letter

Abstract

Previous researches and industry trends have shown increasing preferences and
likeliness on Wine Tourism. That is why; the primary objective of this study was
to show the current state of scientific research regarding wine tourism. This paper
employs the data extracted from WOS (Web of Science) and has applied
guantitative methods. For this purpose, a bibliometric analysis of the publications
indexed in WoS was conducted. This has analyzed the correlation between
increases, coverage, overlap, dispersion and concentration of documents. During
the search process, a set of 472 articles and 198 different sources were obtained.
We have concluded with the important keywords and other important things. The
analysis part leads with the directions for future researches.
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10. G. Triantafyllou, Apladas G., Strataki E., (2020), “Positioning an emerging
wine route in the Island of Crete: Interpreting the wine tourism market and its
implications for marketing”. ICCMI, 2020, Virtual Conference — Enclosed
Acceptance letter

Abstract

Crete in Greece is home to an emerging wine route with more than 50 wineries. This
paper is intending to identify the wine cluster. The wine routes in Crete have one
distinct cluster, and there is another one in North Greece. The wineries welcome many
international visitors along with the uprising numbers of domestic types of tourists.
Through the results of a visitor survey at 46 wineries, the paper will illustrate the
different markets visiting the wine routes in Crete and suggests possible implications
for marketing strategies for this emerging wine route. The paper has identified some
ways and means for the future researchers and industry planners for achieving the
required success.
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11. George Triantafillou, Konstantinos Petridis and Marinos Anastasakis (2020)
The transition to online learning during the COVID-19 pandemic: A Student
Perspective — A case study in Greece, 16th HSSS National & International -
Virtual Conference

Abstract

The sudden outbreak of COVID-19 pandemic forced European countries to
implement abruptly necessary measures to tackle the spread of the virus including
travel restrictions, remote work, and distant learning. This led to a significant
disruption in the provision of education, training and mobility opportunities for
learners, teachers and educators across the European Union and the globe.

The purpose of the present paper is to illustrate the students’ perspective regarding the
transition from face to face teaching to online and blended learning models.

2093 undergraduate students in Greece completed an online questionnaire that
envisioned to capture the students’ perspective regarding the challenges they faced
during the transition from face to face learning to online learning. 81% of the
participants stated that they experienced challenges with the online learning model.
Analysis of the results indicated that the challenges can be grouped in the following
categories: technical issues, emotional support, interaction with the teacher & co-
learners and lack of soft skills along online learning.
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The authors concluded that the learning autonomy of students should be cultivated
and supported through the employed online teaching methods to enhance the impact
of online teaching & learning the forthcoming semester.

The data of the survey was analyzed by using Qualitative Content Analysis (QCA).
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